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Summary of Study 


In this report, major findings of a national study on attitudes toward 
television advertising are presented. 

The study was conducted in two steps. In step one, qualitative 
measurements were used to determine the attitudes Canadians hold 
toward television advertising and to determine the ways in which 
they express these attitudes. In step two, a survey was conducted to 
obtain a quantitative measurement of how widely these attitudes 
were shared, The survey-sample is composed of 3,060 respondents, 
selected to represent a cross-section of the Canadian population. 
Responses to a variety of carefully selected statements were obtained 
through personal interviews. 

Three primary attitudinal areas have been investigated: attitudes 
toward advertising as an economic and commercial activity, attitudes 
toward television as a medium, and attitudes toward advertising on 
television specifically. The data collected were examined on a national 
basis and on the basis of subgroups of the Canadian population. 

Canadians’ attitudes toward advertising in general are mixed. While 
the majority believes advertising to be necessary to the economy, 
many believe that there are unattractive financial consequences such 
as increased prices of products and increased spending on useless 
commodities. Despite these latter beliefs, most Canadians do not 
admit to being influenced by advertising. 

Although advertising is regarded as a source of new product 
information, it is not believed to be essential to good product dissemi- 
nation. Moreover, there is a general distrust of the information 
presented through advertising and most Canadians regarded advertising 
messages as an insult to their intelligence. 

Attitudes of Canadians toward television, if measured by usage, 
are positive. Television is considered a good source of relaxation, 
entertainment, companionship, and relief from boredom, The majority 
of Canadians however hold negative attitudes toward the social 
effects of heavy television viewing such as limiting family conversa- 
tion. 

Canadians’ attitudes to television advertising, as was the case 
with regard to advertising in general, are mixed. Although most 
Canadians believe advertising is necessary to pay for the provision 
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of programming, opinion is split as to whether the quality of general 
programming is improved where advertising is present. Whereas 
three-eighths of the population feel there should be no advertising 
at all, half indicate willingness to pay for good advertisement-free 
programs and almost three-quarters of Canadians agree there should 
be at least one commercial-free channel. 

Canadians hold negative attitudes toward the form, content, and 
manner of presentation of television advertising. Many are annoyed 
by the frequency, repetitiveness, and interruptive effects of commer- 
cials. Also cited as irritating are the insulting tone of commercials 
and the use of celebrities in selling products. 

The Canadian public prefers advertising to be factual and presented 
in an entertaining way. Moreover, viewers favor longer messages on 
related topics grouped at the beginning or end of programs. 

The public also shows lack of faith in present procedures for 
policing truth in advertising. Most Canadians want the government 
to ensure truthfulness of commercials. 

Finally, Canadians prefer Canadian-made commercials and the 
advertising of Canadian products. 

The data on which this report is based is both voluminous and 
varied, The reader is cautioned that unless the report is carefully read 
in its entirety, it would be easy to draw inaccurate conclusions about 
this complex attitudinal area. 
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Introduction 


In this report the results of a national survey of attitudes toward 
television advertising are summarized. In it, the major findings of a 
wider research study conducted by Market Facts of Canada between 
1975 and 1977 are presented. This report is neither an academic 
treatise nor a technical report. Rather, it is a simple descriptive 
statement concerning the national attitudinal climate with respect to 
television advertising in general and with respect to particular issues 
related to television advertising. A parallel report in three volumes 
presenting a far more detailed and technical description of the study 
and its findings is available at the offices of the CRTC. 

The term “attitudes”, in this report, refers to a_ persistent 
tendency on the part of the public to feel and behave in a particular 
way toward television advertising. Attitudes are said to include three 
basic components: the affective component which includes viewers’ 
feelings, their likes and dislikes about television advertising; the 
cognitive component which is made up of their beliefs and of the 
information they have on the subject; and the behavioral component 
which consists of their tendency to behave toward television adver- 
tising in certain ways. 

Although the subject of this document is attitudes toward tele- 
vision advertising, attitudes toward advertising in general and attitudes 
toward television as a medium are also dealt with because they 
provide a context in which it is possible to interpret attitudes toward 
television advertising. 

The attitudes that were measured by the survey include attitudes 
toward the general phenomena of television, advertising, and television 
advertising, as well as attitudes toward specific issues associated with 
these phenomena. The results are reported for both the Canadian 
public at large and for subgroups within the population based on such 
characteristics as age, sex, education, language, occupation, household 
income, population density, and geographic region. 

The procedures employed in conducting the survey are briefly 
described in the next section. 
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The Method and Design of the Study 


The following description of the methodology includes four topics: 
the development of the questionnaire, the sample, the execution of 
the survey, and the presentation of the results. More detailed notes 
on the methodology are included in Appendix 1. 


Development of the Questionnaire 


A questionnaire can be used to measure how widespread certain 
attitudes are and how strongly they are held, But before a ques- 
tionnaire can be constructed, a choice of which attitudes are to be 
measured must be made. The choice of questions for inclusion in this 
survey was based on a review of the written materials from both 
published and proprietary sources, In addition, in-depth interviews 
were conducted with representatives from the advertising and broad- 
casting industries, concerned special-interest groups, and public bodies 
having jurisdiction over either the advertising or broadcast industries. 


It was considered crucial, however, that the survey measure 
attitudes relevant to issues of concern to the public, as well as attitudes 
toward issues important to the experts. Accordingly the study was 
executed in two steps. 


In step one considerable preliminary qualitative research was 
conducted to discover the attitudes commonly held by the public 
and the ways in which these attitudes were being expressed. Letters 
to the Canadian Radio-television and Telecommunications Commission 
(CRTC) and spontaneous comments made by respondents to the BBM 
Bureau of Measurement surveys were studied and classified. In 
addition, group discussion techniques were utilized with various groups 
of individuals who had been selected as representative of Canadians 
generally. The nature of the discussions was exploratory and they 
were conducted under the direction of a professional moderator as an 
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TABLE 1-1 
Sample Statistics 


Total sample 3060 
By language: English 2324 
French 735 
By sex: male 1516 
female 1543 
By region: Atlantic 296 
Québec 855 
Ontario 1097 
Prairies 503 
British Columbia 309 
By household income: under $5,000 328 
$5,000-9,999 646 
$10,000-19,999 1194 
$20,000 and over 499 
By occupation: white collar 663 
blue collar 816 
housewife 808 
By education: no secondary 535 
some or completed secondary 1777 
post-secondary 691 
By population density: 500,000 and over 954 
100,000-499,999 477 
99,999 and under 1628 
By age: 15-17 241 
18-24 538 
25-34 573 
35-44 504 
45-54 449 
55-64 335 
65 and over 318 


open forum for expressing personal views. Thirty groups, 271 persons 
in all, were involved in these discussions held in the summer and fall 
of 1975. A questionnaire was then constructed. It contained items 
based on the feelings, beliefs, and behavioral tendencies revealed by 
the public. Moreover, these items were stated in language commonly 
used by the public. 

Step two involved the implementation of the questionnaire. It 
was used for the quantitative determination of the strength and 
distribution of the attitudes held by the Canadian people toward 
television, toward advertising, and toward advertising on television. 
The questionnaires were developed in English and French and were 
pre-tested using arbitrary samples in Toronto (23 interviews) and in 
Montreal (13 interviews). Based on the pre-test results, the ques- 
tionnaire was shortened and changes were introduced to improve the 
clarity and comprehensibility of some questions. 

The questionnaire was a personal-interview type designed to be 
used in the respondent’s home. It contained 94 attitudinal statements 
to which the person being interviewed was asked to respond relative 
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to a five-point scale, ranging from “strongly agree” to “strongly 
disagree”. In addition, it contained several questions about media 
habits, personal use of television, and personal statistics. 


The Sample 


The results of the study are based on a national survey, conducted 
in early 1976, of over 3,000 individuals who were scientifically selected 
to represent a cross-section of the Canadian population (see Table 1-1). 
The respondents are representative of people over the age of 14 from 
all parts of Canada except the Northwest Territories and the Yukon. 

The method of choosing the sample is described in Appendix 1. 


Data Collection Procedures 


The survey was conducted by personal interviews in the homes 
of the respondents. 

The average length of an interview was about 45 minutes, and 
few interviews lasted longer than 75 minutes. Respondents were 
generally cooperative and appeared eager to express their opinions. 

Respondents were allowed to read each attitudinal statement and 
were then asked to respond to it by placing themselves on one of two 
five-point scales: 


agree agree neither agree disagree disagree 
completely somewhat nor disagree somewhat completely 
5 4 3 a 1 
very often quite often occasionally very seldom never 
5 4. 3 2 1 


A minimum of 15°/o of each interviewer's work was subjected to 
validation by field supervisors. The validation was performed by 
telephone with the respondent to verify that the interview did occur 
and to verify key data from the study. An interviewer’s work was 
not accepted for tabulation until it had been judged satisfactory at 
the validation stage. 


Presentation and Analysis of Data 
fk LL eR CEE SR le Ne. Se A 


To provide a concise account of the attitudes held on a national 
basis, two methods of presenting the results are employed. 
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First, percentages of those who agree (including both “5” and ‘‘4” 
responses), those who neither agree nor disagree (‘‘3’’ responses), and 
those who disagree (including both “1”’ and ‘‘2”’ responses) are given. 
Then an average is presented. This average is computed by adding 
the scores equal to the numerical value of each response (see above) 
and dividing the sum of these values by the number of responses. 

It should be noted that an average between 1 and 3 indicates a 
preponderence of disagreement with a statement. An average from 
3 to 5 indicates a preponderence of agreement. And an average near 
3 indicates either indecision about or a balance of opinion on a 
statement. 

The meaning of the averages is represented schematically: 


1 2 3 4 5 
unanimous strong indecision or strong unanimous 
disagreement disagreement balanced opinion agreement agreement 


It should also be noted that whereas the questions are grouped 
by theme in this report, the questionnaire presented them in a random 
order to the respondent. 


Attitudes Toward Advertising 


A study of attitudes toward advertising in general provides a set of 
reference points against which attitudes toward television advertising 
may be compared. 

In order to measure attitudes toward advertising, respondents 
were asked to indicate the extent to which they agree or disagree with 
a series of statements about advertising in general. Advertising in 
general was described as including advertising in newspapers, in 
magazines, on radio, and on television. The statements read to re- 
spondents relate to three attitudinal areas in advertising. The first area 
is beliefs concerning the role of advertising in the economy. The second 
area is Opinions on the information value of advertising. The third 
area is related to a person’s perception of how he personally reacts 
to advertising. 


The Role of Advertising in the Economy 


Because advertising is often considered an integral part of the 
Canadian economic system, a person’s beliefs concerning the role 
advertising plays in the economy is an important part of that person’s 
overall attitudes toward advertising. 

Four questions were used to measure these beliefs. The results 
are presented in Table 2-1. The response to the first item (S1) seems 
to indicate that there is public support for the economic role of 
advertising. More specifically, it shows that almost three-quarters of 
Canadians believe that advertising is necessary to our economy. 
However, responses to the second item (S2) reveal that opinion is 
divided as to whether advertising actually helps raise our standard of 
living. The apparent contradiction between the responses that some 
subjects gave to S1 and S2 reflects, perhaps, a certain confusion with 
respect to the economic role of advertising. The results nevertheless 
indicate that advertising is perceived as an economic necessity. 


TABLE 2-1 
The Role of Advertising in the Economy 


Neither 
Agree nor Average Level 
Agree Disagree Disagree of Agreement 
%/o %/o %/o 


S 1 Advertising is 
necessary to 
Our economy .... 73.5 10.4 15.8 3.8 


S 2 Advertising helps 
to raise our 
standard of 
HiVIN GAs 37.5 23.9 38.1 2.9 


S 3 Advertising 
makes products 
more expensive... 80.1 10.2 9.3 4.2 


S 4 Advertising 
makes people 
spend their 
money on things 
they don’t really 
NES Aas sible e 78.2 6.4 14.9 4.0 


Responses to the last two items (S3 and S4) suggest that although 
advertising may be seen as economically necessary, it is also considered 
to have negative economic side effects. More than four-fifths of the 
population believe that advertising makes products more expensive, 
and more than three-quarters of the population agree that advertising 
makes people spend their money on things they don’t really need. 

It appears, therefore, that a majority of Canadians consider 
advertising an economic necessity, but they also believe that it has 
financially unattractive consequences. 


The Information Value of Advertising 


Advertising is attempted communication between the advertiser 
and some selected segment of the population. The perception people 
have of advertising as a means of communication is an important part 
of their global attitude toward advertising. In the present study, the 
public’s perception of the information value of advertising was 
examined by asking people to what extent they agree or disagree with 
six statements. The results for these items are presented in Table 2-2. 

The response to the first item (S5) reveals that nine of ten 
Canadians regard advertising as a source of information about new 
products on the market. The response to the next item (S6) indicates 
that more than three-quarters of Canadians do not believe that 
advertising is essential to the dissemination of good products. It appears 
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that while advertising is considered one way of receiving new product 
information, it is not believed to be the only important way of receiving 
such information. The responses to the remaining four statements 
suggest that the information value of advertisements is looked upon 
somewhat sceptically. Three-quarters of the respondents agree that 
much of what advertisements present as “new” is in reality ‘the 
same old thing.” 

Seven-eighths of the population agree that advertisements only 
tell you about the things that advertisers want you to hear. Less than 
a fifth of the respondents were willing to disagree with the strongly- 
worded statement that “you can’t believe most of the things they 
tell you in advertisements.” Even advertisements that compare different 


TABLE 2-2 
The Information Value of Advertising 
Neither 
Agree nor Average Level 
Agree Disagree Disagree of Agreement 
%/o 0/0 %o 
S 5 Advertising tells 

us about new 
products that are 
out on the 
Marketieut ce i> 89.5 5.5 4.6 4.4 


S 6 Good products 
don’t have to be 
advertised very 
MUCIE eas. 80.2 5.2 14.4 4.2 


5 7 lot of things 
that advertise- 
ments tell you 
are new are just 
the same old 
Tinga ees oes Re 127 9.8 4.0 


S 8 I think most 
people realize 
that advertise- 
ments only tell 
you about the 
things that adver- 
tisers want you 
TORO ar coe ei. ness 87.5 6.5 5.7 4.4 


S 9 Youcan’t believe 
most of the things 
they tell you in 
advertisements .. 72.6 10.6 16.3 3.9 


S10 I don’t believe 
what they say in 
advertisements 
where they 
compare different 
EAN S peice aw 66.4 14.2 19.1 3.8 


brands are treated with distrust by two-thirds of those questioned. 
It is clear that there is general distrust of the information presented in 
advertising messages. 


Personal Responses to Advertising 


The preceding two sections concentrate on how people perceive 
the general functioning of advertising within Canadian society. This 
section concentrates on how people feel they personally respond to 
advertising. 

Three statements are used to measure this response. The first two 
statements are designed to assess the extent to which people agree that 
their purchasing behavior is influenced by advertising. The responses 
to these statements, summarized in Table 2-3, reveal that a majority 
of Canadians do not believe themselves to be affected by advertising. 
One must pause to reflect upon the implications of this result. Perhaps 
Canadians are indeed independent of the effects of advertising. 
Alternatively, the idea that they are being influenced by advertising 
may be so unattractive to Canadians that they refuse to admit it. This 
seems a more likely interpretation. It will be recalled that a majority 
of respondents readily agreed to the suggestion that others are led by 
advertising to purchase things that they do not need (see S4). This 
lends credence to the interpretation that Canadians are reluctant to 
admit the influence that advertising may have on their own purchasing 
behavior. 

The third statement in this section attempts to assess people’s 
perception of the amount of respect that advertisers show for the 
recipients of their messages. The results indicate that the majority of 
Canadians consider advertising an insult to their intelligence. 


TABLE 2-3 
Personal Response to Advertising 
Neither 
Agree nor Average Level 
Agree Disagree Disagree of Agreement 
9/9 %o %/o 
S11 Ioften buy 
products which I 
see advertised ... 32.8 42.7 54.1 2.6 
S12 Advertising of 
children’s 


products helps 

me decide what 

presents to buy 

14612) 95 he st eh 28.4 14.6 56.3 2.4 
S13 Most advertising 

is an insult to 

one’s intelligence 58.9 16.8 23.9 3.6 


Attitudes Toward Advertising by Subgroups 
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In this section attitudes characteristic of specific subgroups of the 
Canadian population are looked at. To examine these attitudes, the 
sample was divided into subgroups based on demographic properties. 
Divisions were made alternately by language, sex, age, education, 
household income, and geographical region. 

The results for these various subgroups are summarized in Tables 
2-4 to 2-9. It will be noted that in the interest of brevity, the results 
are presented as average agreement scores to only six of the 15 
questions discussed in previous sections. These six questions were 
chosen for their quality as indicators of general attitudes. 


TABLE 2-4 
Advertising Attitudes by Language 


English French 


S 1 Advertising is necessary to our economy ............ 3.9 3.6 
S 2 Advertising makes people spend their money on 

ings they don't really need ........5.... 8.0 s 2 wees! 3.9 4.3 
S 5 Advertising tells us about new products that are 

Ota netnommarcet ses. Oa Ae os oR ks RO 4.4 4.2 
S 9 You can’t believe most of the things they tell you in 

BECOME ME GAR rs cdr el ocd GeO tik edd ea eR Re es 3:8 41 
S11 loften buy products which I see advertised .......... 2.6 2.5 
S13 Most advertising is an insult to one’s intelligence ..... 3.6 3.5 


Table 2-4 summarizes the difference between French and English 
respondents. The two language groups show very similar attitudes 
toward advertising. French-speaking Canadians are slightly less 
positive in their attitudes than English-speaking Canadians; never- 
theless, the difference is one of degree rather than one of direction. 

Men and women have congruent attitudes toward most aspects of 
advertising (Table 2-5). Women are slightly more likely to find adver- 
tising insulting, but a majority of men also agree that advertising is 
an insult to one’s intelligence. 


TABLE 2-5 
Advertising Attitudes by Sex 
Male Female 

S 1 Advertising is necessary to our economy ............ 3.9 3.8 
S 4 Advertising makes people spend their money on 

tuings they don't really need. ........ 0% 6 cies ce ations Ho 4.0 4.0 
S 5 Advertising tells us about new products that are 

SECULAR esl ss acre wade ees oye eeig hb. P eee Baker 4.3 4.4 
S 9 Youcan’t believe most of the things they tell you 

TMEV CTUBOTICIISE {5:0 4.2G.+ +10 aie Res tia | Oia a tele o ota 3.9 4.0 
S11 I often buy products which I see advertised .......... 2.6 2.5 
S13 Most advertising is an insult to one’s intelligence .... 3.5 3.7 


In comparing age groups, very few differences in attitudes toward 
advertising occur. Those who claim that it is mostly the young who 
are disillusioned with advertising will find no support in the results 
summarized in Table 2-6. 


TABLE 2-6 
Advertising Attitudes by Age 


15-17 18-24 25-34 35-44 45-54 55-64 65-over 


S 1 Advertising is necessary 

LO;OUT-CCONOMIV em. so <" 3.7 3.9 3.8 3.8 3.8 3.9 3.9 
S 4 Advertising makes 

people spend their 

money on things they 

don’t really need ...... 3.9 4.0 4.0 4.0 4.1 4.0 4.0 
S 5 Advertising tells us 

about new products 

that are out on the 

Market wea nt eas oe 4.3 4.3 4.4 4.3 4.4 4.3 4.4 
S 9 Youcan’t believe most 

of the things they tell 


you in advertisements 3.9 3.9 3.8 3.9 3.9 4.0 4.0 
S11 Joften buy products 
which I see advertised 2.6 27, 2.7 2:5 2.6 2.4 233 


S13 Most advertising is an 
insult to one’s intel- 
NSen Cea cei aac 3.4 3.4 3.6 3.6 3.7 3.6 3.7 


Various education and income groups also show a very high level 
of concordance when their attitudes toward advertising are compared 
(Tables 2-7 and 2-8). No evidence was found in this study to support 
the contention that the affluent and educated are the only group critical 
of advertising practices. 


TABLE 2-7 
Advertising Attitudes by Education 
Some/ 
No Completed Post- 
Secondary Secondary secondary 


S 1 Advertising is necessary to 

QUE CCOMOUIYG 1). rai eae. cnthonn suavale otis 3.7 3.8 3.9 
S 4 Advertising makes people spend 

their money on things they 

dome nealiv eed 6225 ius ces 4.0 4.0 4.1 
S 5 Advertising tells us about 

new products that are out on 

the marketeye vc. seen AUR, 4.3 4.4 4.4 
S 9 Youcan’t believe most of the 

things they tell you in 


advertisements ).. 4024944, 04's: 41 3.9 38 
S11 Ioften buy products which 

Peecadvertiseds® :4 2 vain int ees 23 2.6 2.6 
S13 Most advertising is an insult 

torone sintelligence.1: seat 3:5 3.5 3.8 
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TABLE 2-8 
Advertising Attitudes by Household Income 


$5,000 $10,000 $20,000 
Under to to and 
$5,000 $9,999 $19,999 over 


S 1 Advertising is necessary 

POROUE ECON OM Vendor li icis sawn si 3.7 3.9 3.9 3.8 
S 4 Advertising makes people 

spend their money on things 

they don’t really need ....... 41 4.0 4.0 4.0 
S 5 Advertising tells us about 

new products that are out 

OUs Pe IMAL KOU Moki. 6 6 a9 4.4 4.4 4.4 4.3 
S 9 You can’t believe most of 

the things they tell you in 


AQVGTUSeIMeNntS 6 6. cece see's 6 41 4.0 3.8 3.9 
S11 Joften buy products 

which I see advertised ...... 2.4 2.6 2.6 2.6 
S13 Most advertising is an insult 

to one’s intelligence ......... 3.5 ais 3.6 3.7 


When the country is divided by regions (Table 2-9), one again 
finds a great deal of agreement in attitudes toward advertising. 
Maritimers and Québec residents appear to be slightly more cynical 
about the truthfulness and effects of advertising, but the differences 
that separate them from other regions are small. 


Table 2-9 
Advertising Attitudes by Region 


British 
Atlantic Québec Ontario Prairies Columbia 


S 1 Advertising is necessary 

40 OUP CCONOMY 2.0) vx: 3.9 Oe7, 3.9 3.8 3.9 
S 4 Advertising makes 

people spend their money 

on things they don’t 

EAM NCCU eka tl ii ies ins 4.1 4.3 3.9 3.9 4.0 
S 5 Advertising tells us 

about new products that 

are out on the market ... 4.4 4.2 4,4 4.4 4.4 
S 9 You can’t believe most 

of the things they tell 


you in advertisements ... 4.1 4.1 3.8 87 5a 
S11 Ioften buy products 
which I see advertised .. 2.8 25 2.6 2.4 2.0 


S513 Most advertising is an 
insult to one’s intel- 
(NEcTEN Vor) Spee oan ee ae 3.4 3.5 Sav 3.5 3.8 


The results of all the above demographic comparisons point to the 
conclusion that attitudes toward advertising of the various demo- 
graphically-based subgroups are not substantially different from the 
attitude of the population as a whole. 
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Attitudes Toward Television 


Because television and television commercials are intimately associated 
in the public mind, a knowledge of attitudes toward television is 
necessary to provide a realistic context in which attitudes toward 
television commercials may be studied. 


Three types of information have been collected in order to deduce 
Canadian attitudes toward television. The first of these is the amount 
of television usage. The second is the uses for which television is 
employed. The third is the response received when people are asked 
to agree or disagree with evaluative statements about television. 

All three of these indicators of attitudes will be used to abstract 
a general picture of Canadian attitudes toward television as a medium. 


Television Ownership and Usage 


A person’s attitude toward television is to a large extent reflected 
in his everyday behavior. The types of behavior examined in this 
section are television ownership and hours of television viewing. 


Participants in the survey were asked if they own a television and 
how much time they spend watching their set. The responses are 
summarized in Table 3-1. They show that fewer than one in a hundred 
Canadian households are without a television set. They further reveal 
that more than a third of Canadian households contain more than 
one set. As other studies have shown, it seems clear that television 
ownership is very attractive to Canadians. 

The data reported in Table 3-1 also indicate that almost three- 
quarters of the population state that they watch television every day 
of the week. In addition, more than half of those who replied to our 
questionnaire stated that they spent in excess of two hours a day 
viewing television. This confirms results derived from comparable 
surveys. If one considers the amount of television usage as an indicator 
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of attitudes, one can conclude that Canadian attitudes toward tele- 
vision are strong and positive. 


TABLE 3-1 
Television Ownership and Usage 
PotalsrespondentSse, nie 3059 Total respondents with 
television in household ....... 3034 
Without television in 0/9 Average weekly usage: 0/9 
HOUSE OIG: saan ream eT 0.8 0-3: days acer tena oe Lae. 
With television in household .. 99.2 46 days :yi-Uhi My. ..-..-: pete” 
ONE GSEULN A Marts eee 61.5 FAY Derg est pre cn eywieatys cana 73.9 
CWOSSEtS etn rrr oe ee eae S75 Average weekend usage 
threevor more sets 2) oe 0.2 O-A NOUlS ie ee Aen ee 39.4 
5-O:HOUES.. cc tarps eae hee 38.0 
oO HOUrSs OF Moree... oo, 22.8 
Average weekday usage: 
0-2 hours per.aavre. . a 36.9 
3-6 hours periday’.. et... 2e 42.1 
over 6 hours per day ........ 20.7 


Functions of Television 


In this section answers to two sets of questions are discussed. 
The first set of questions is directed at how often television is 
used for purposes of relaxation, entertainment, and information. The 
second set of questions is directed at the role that television plays in 
the daily routine of the family. 

In the first set of questions, respondents were asked which 
medium they turn to most often when they wish to relax; when they 
want to be entertained; when they have nothing else to do; and when 
they wish to be informed about what is happening in the world. The 
responses to these questions are summarized in Table 3-2. 


TABLE 3-2 
Medium Most Often Used for Different Purposes 
Want Want to be Nothing 
to Relax Entertained Want News _ Else to Do 

Total respondents .......... 3059 3059 3059 3059 
Medium: %/o %/o %/o %/o 

Television: vis tae}. oder 48.4 46.2 40.0 39.8 

Raciomes. Sit hon soe ss ere 15.0 9.9 22.0 10.0 

IMO VIG tame os eres 1.6 18.2 0.2 1.8 

Newspaper/Magazine ..... 7.8 Gx S77 9.1 

NSU}: s Reais tet Len A Segoe eA ee 20:2 7.8 4.3 18.5 


Television is the medium most often cited in response to all four 
questions. In no instance does radio, movies, newspapers and maga- 
zines, or reading prove more popular than television. 
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The fact that television is the medium used most often for all 
purposes, varying from “having nothing else to do” to “being informed 
about what is happening in the world,’ must be added to the evidence 
supporting the contention that Canadians hold positive attitudes 
toward television. 

The second set of questions was asked in order to assess the 
role television plays in the daily lives of Canadians. Six questions 
were asked, The first two took the form of statements for which the 
respondents could voice various degrees of agreement or disagreement. 
For the four remaining questions, respondents were asked to indicate 
how often, if at all, the statements applied to them. The statements 
themselves and the responses to them are summarized in Table 3-3, 

The results reported for the first two statements (S1 and S2) 
suggest that television may be watched for reasons other than its 
program content. Rather, it is also used as a substitute for an extra 
person in the home. The results for S1 show that seven of ten Cana- 
dians admit to using the television to keep them company when they 
are home alone. The results for S2 show that twice as many people 
agree than disagree that television can be used as a good occupier of 
children’s attention when parents have other things to do. 

The results for the remaining four questions indicate that the use 
made of television is sometimes more casual than purposive in nature. 

More than half the respondents at least occasionally use the 
television because they don’t know what else to do. An even larger 
number do other things while they are viewing television. In addition, 


TABLE 3-3 
The Role of Television in Daily Life 
Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S 1. The television keeps me %/o %/o %/o 
company when I’m home 
OMe Meese Secor fais one snes 70.8 6.4 22.5 3.8 
S 2 The television is a good way 
to keep children occupied 
when I have other things 
(Ler (ca re ee a 55.1 20.2 23.5 5 
Average 
Never/ Occa- Frequency 
Seldom sionally Often Level 
S 3 I watch television while — %/o %/o %/o 
leamvreating*meals ..0.)...4... 58.0 20.4 ode 2.3 
S 4 Idon’t know what else to 
do so I watch television ..... 45.1 25.9 28.5 27 
S 5 I fall asleep while watching 
PELE VISIO 0 teetae thes so dais sp 52.9 20.8 25.9 2.5 
S 6 Ido other things at the same 
time as I watch television .... 36.8 21.9 40.9 3.0 
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more than four of ten occasionally, or quite often, watch television 
while eating meals and fall asleep in front of the set. 

The results therefore show that for a significant proportion of 
the population television is a frequent companion in a variety of 
situations. 


Evaluative Statements About Television 


This section helps complete the picture we have of attitudes 
toward television by examining the extent to which people agree or 
disagree with evaluative statements about television. Two sets of 
questions will be considered. The first set focuses on personal reactions 
to television; the second set concentrates on the perceived social 
effects of television. 

Six questions were used to study personal responses to television 
services received. Each of these consisted of a statement with which 
the respondent expressed agreement or disagreement. The results are 
summarized in Table 3-4. 

The first question asks whether people expect as much from 
television as they do from media which they pay for, such as movies 
and the theater. The response shows a polarization of opinion. Forty 


TABLE 3-4 


Evaluative Statements About Television: 
Personal Response 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S 7 People should not expect %/o %/o %/o 
as much from television 
as they do from entertain- 
ment they pay for 
(e.g. movies, theater) ........ 45.7 13.2 40.7 3.1 
S 8 Most television shows 
AVE DONING Rrra rene is: 37.6 13.6 49.1 2.9 


S 9 Ireally get involved with 
the characters in some 
television programs ......... 43.8 10.6 45.2 2.9 


$10 Watching television is 
the best way to relax after 
ATC. Ga Vaciierecatale senstrhies: orekk 59.5 10.5 29.5 3.5 


S11 Watching television is a 

pleasant way for the whole 

family to spend the 

evening together at home .... 67.0 9.7 22.9 we 
S12 Watching television is the 

best way for me to find out 

what is going on in 

He WOrld Se. Menem 2), 65.5 70 26:7 6 hed 


percent of Canadians do expect television to meet the standards of 
other media; 45°/o have lower expectations for television. 

Polarization of opinion is again seen in the responses to the next 
two statements. While almost half the respondents agree that television 
shows are boring, three-eighths of the sample do not agree with this 
statement. Similarly, in response to the statement that relates to 
viewers’ involvement with television characters, an equal number of 
people agree and disagree. 

Responses to statements S10, S11, and S12 show far less difference 
of opinion, A clear majority agrees that watching television is the best 
way to relax after a hard day; that watching television is a pleasant 
way for the whole family to spend the evening at home together; and 
that watching television is the best way to find out what is going on 
in the world. 

To summarize, it appears that opinion is split on the quality of 
television programming. The attitudes of the majority of viewers 
toward television as a source of relaxation and information appear 
to be clearly positive. 

The preceding six questions focused on reactions to the potential 
personal benefits to be derived from television, The next four questions 
examine perceptions of possible social costs of television viewing. 
The response to these four questions is summarized in Table 3-5. 

The data show that a majority of Canadians believe that there 
are social costs which result from viewing television. Slightly more 
than half of all Canadians agree, and only one-third disagree, that 
television watching reduces the amount of conversation among family 
members in the home. More than three-quarters of the sample agree 
that there are too many people who are slaves to the television set, 
and further, that too much television is particularly bad for children. 
Lastly, almost three-quarters of Canadians disapprove of the amount 
of violence on television. 


TABLE 3-5 


Evaluative Statements About Television: 
Social Effects 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S13 There are too many people %/o %/o %/o 
who are slaves to the 
TRIEOVISIONASEU cisco. 0.% > a sagen dhe 77.6 11.4 10.6 4.2 
S14 People no longer talk with . 
each other at home because 
they spend a lot of time 
watching television ......... 56.1 10.0 Ba.0 3.3 
S15 It isn’t good for children to 
watch too much television ... 81.6 8.0 9.9 4.2 
S16 Many television programs 
have too much violence ...... 73.0 9.8 16.8 4.0 
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Thus, despite the favorable reactions noted previously, it seems 
that Canadian attitudes toward television are not completely positive. 
Although television is seen by the majority as a highly attractive 
source of information and relaxation, opinion is split on the quality 
of the programming offered. In addition, a majority of Canadians 
hold negative attitudes toward the social effects of heavy television 
usage. 


Attitudes Toward Television by Subgroup 


The preceeding sections have concentrated on the national re- 
sponse to television. This section will summarize the results of an 
examination of attitudes toward television characteristic of various 
subgroups within the population. In order to study attitudes of 
subgroups, the sample was divided according to language, sex, age, 
income, education, and region. The attitudes of the groups were then 
compared. 

Three major attitudinal areas are discussed below: television usage 
(Tables 3-6 to 3-11), the functions of television (Tables 3-12 to 3-17), 
and responses to evaluative statements about television (Tables 3-18 
to 3-23). 

When the usage of television among various subgroups is com- 
pared, an important fact that emerges is that nearly half of all 
Canadians, regardless of demographic group, watch 15 to 40 hours 
of television a week, and nearly one in five Canadians, regardless 


TABLE 3-6 
Television Usage by Language 


English French 


Nunibenotmespondentse. +543. ..5.. 8 ee. ieee 2303 731 
Average weekly usage: %/o %/o 
AA GUTS TON MINCE Rewer res cleo isles a Ue atci Ale cae 32.9 24.9 
WSPORIGIIES. citok chat: oc wtp yd "oses8 wa! dow ane vara eRe RTE 45.5 49.9 
OVETEOMROULS Grrr, ctl. MMe een 2 cals td 4) greta er gM 21.6 2572 
TABLE 3-7 
Television Usage by Sex 
Male Female 
Num bemoterespondentswcs so. are het. csbes ona .ieeue Sree 1506 1528 
Average weekly usage: %/o %/o 
14 HOUTSIOP UNMET ee the ety helt a mare 6s Gl las des wakes eee goa 29.9 
16-40 SHOUTS aU Nei case estes cat aee coe ae fetes a es tial Getatla a ores hae 47.3 45.9 
OVET SO BOUTS eee ote Shoes Sesh No) tea iat 20.6 24.2 
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of group, watches over 40 hours a week. In short, the similarities 
among subgroups seem rather more striking than their differences. 
There are, however, some differences that should be noted, Based on 
the results of this survey, French Canadians appear to watch more 
hours of television than English Canadians, and usage is higher for 
women than for men. When age groups are compared, the viewing 
of television takes on a U-shape with the heaviest television usage 
found in the youngest (age 15 to 17) and oldest (age 65 and over) 
groups studied, and the lightest usage concentrated in viewers between 
the ages of 35 and 44. Income levels and education also seem to have 
an influence on the amount of television watched. Those earning over 
$20,000 a year and having some post-secondary education are only 
half as likely to be heavy (i.e, over 40 hours a week) television 
watchers. When viewers are grouped according to geographical region, 


TABLE 3-8 
Television Usage by Age 


15-17 18-24 25-34 35-44 45-54 55-64 65-over 


Number of respondents ..... 239 530 570 502 445 332 314 
Average weekly usage: %o 9% %/o %o 9%/o 0/0 %/o 
14: hours.or under... ..... 23.4 26.3 32.8 38.4 34.2 Leh 24.5 
AE SONOULS alia nk. 6... ss 47.7 46.1 47.9 44.2 45.2 49.4 49.0 
OVELA0 MOUlS sme 5k ks nn 28.9 27.6 19.3 17.4 20.6 22.9 26.5 
TABLE 3-9 
Television Usage by Household Income 
$5,000 $10,000 $20,000 
Under to to and 
$5,000 $9,999 $19,999 over 
Number of respondents ........... 321 637 1190 494 
Average weekly usage: %/o %/o %/o %/o 
TAMOUTS OVMIN ER. 0.002 hea s Ad: 26.8 24.2 84:5 43.7 
THA OUTS Mere eee et Sn eeeeh eine as 48.9 47.7 47.9 41.9 
OVE 4D OUTS met. hic kere os bate 24.3 28.1 20.6 14.4 


TABLE 3-10 
Television Usage by Education 
Some/ 
No Completed Post- 
Secondary Secondary secondary 

Nimberotrespondents .... 6.2.6.0 528 1767 682 

Average weekly usage: %/o %/o %/o 
TAO MER SO CLUMLOET |e): aon xo fs)s) sco 25.0 28.1 43.0 
THEALOUPS IAs RRs 2 is Sve ates 46.8 47.9 43.1 
OVERAUMNOUTS ee ess. here sole oe aie 2672 24.0 13.9 
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TABLE 3-11 
Television Usage by Region 


Atlantic 


Number of respondents ....... 
Average weekly usage: 
PA NOUTSEOPIINGer aac genres 
SP OPSOSTOUUG ac chen ena cee 
OVEN 40 DOULSio. vo. oae aeeaeee 


television use seems to be greatest in the Atlantic provinces and 


lowest in Ontario. 


Despite these differences, it is apparent that heavy television usage 
is prevalent among all groups. One can thus safely conclude that 
television is highly attractive to all subgroups, just as the results 
of an earlier section allowed us to conclude that it is attractive to the 


population as a whole. 


Tables 3-12 to 3-17 present comparative figures for the second 


295 
%/o 
2a.0 
46.1 
31.9 


Québec 


852 


9/9 | 


26.6 
49.6 
23.7 


TABLE 3-12 
Media Usage for Particular Purposes by Language 


British 
Ontario Prairies Columbia 
1087 498 302 
9/9 9/9 9/9 
30.7 ra fe Pre 31.5 
45.7 44.2 45.4 
18.6 22.5 23.2 


Number of respondents: 25.02 aie aan sie. Mee en oe ee 


Most frequently selected: 


S 1 When wanting to be entertained: 


television oe ee acc ee ee eae Dee 
PAGIO | se ike ROE eee eae ee ene eee 
TROVIC: .c. eicacs 2 RUS er) ak hires phone Rone al oy orale eects 


Ce  ) 


TGA is is ts Oe oa er ead hi na 


S 2 When wanting to be informed about what is 
happening in the world: 


CElEVISION «e565 Pe Cee ee 
FACIO® MUNGO voy oR oie cee OLE a ee 
ELON Cha ois cece ee ae I, ial eR 


Ce 


POAC ce eee cee Ce eee ee 


S 3. When having nothing else to do: 


TELEVISION s of), )4 tials hla ocd a CI ih eae ee aa 
TACO cee asd es «ah te it «ee Ce ey 
MOVIC hos eisai ee a as eine =" 


Cr 


TOA 5. Ace 2 as a ne mnie Okie Sea os 20 


S 4 The television keeps me company when 
PemenOm ec aloes. lant vexed yay ie were va tare hae 


S 5 The television is a good way to keep children 
occupied when I have other things to do 
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oe ee wo ow 


Average Level 
of Agreement 


ov 


4.0 


Average Level 
of Frequency 


3.4 


3.7 


area of attitudes examined in this chapter, namely the purposes for 
which television and other media are used and the degree to which 
they are characteristic of the subgroups studied. Some interesting 
differences can be noted. English-speaking Canadians rely much more 
heavily on the entertainment function of television than do French- 
speaking Canadians. However, French Canadians are considerably 
more likely to utilize television as an informational medium, and their 
dependence on television in this context is heightened by their rela- 
tively lower usage of radio and print media as sources of news. In 
addition, French-speaking Canadians express a higher level of agree- 
ment for using television as a companion and baby-sitter in the home. 

These differences, by language subgroups, appear on a regional 
basis as well. In contrast to other regions, Québec residents seem to 
use television more often as an informational medium than as an 
entertainment medium. The reverse trend is noticeable in the Prairies, 
Ontario, and particularly in the Atlantic region where television is 
most heavily relied on in the contexts of wanting to be entertained 
and having nothing else to do. 


TABLE 3-13 
Media Usage for Particular Purposes by Sex 
Male Female 
Numipemomespondents 4m. Sit. a eR ae Pe Yo ana eae 1516 1543 
Most frequently selected: %/o %/o 

S 1 When wanting to be entertained: 
PEVONSIOTINE yc cst er me snk Sak oe ee ae 45.5 47.0 
CU Pe ee ar at Ry Aig ig oats. aa Sahai ECR 11.0 8.8 
THC RYO | eet ae te Os. >, Ca SP 19.1 iUsy 
Mes paper IMACaAne elm)... gata... Pion see ee be 3.8 2.4 
RPC E SPUR te PT a og MEME 5 6) sts aos eRe Arete 5.4 10.0 

S 2 When wanting to be informed about what is 
happening in the world: 

PRE ATOM. Peete «6 5 tes ceans ee 40.8 39.3 
PARE lve ek uh aie 8G saiii wo Paleo ea ce 20.3 23.6 
PARI MI iV 5) se ER erelha was DRM ew 4 bas ko: Vals 0.2 0.2 
mewspaper Magavine Eh... Lib -s . o. 8b bee ees 37.6 36.6 
PC x MEN 3 st say Re to ranean g 4.5 41 

S 3. When having nothing else to do: 
Peet Ae A heii is Ua ns He as ee 41.7 38.0 
Berd PR oh A ts 3s NE an. 6 ae en PS Weslo eta 10.2 9.8 
NOOR TCA SRN. eines Ax tk x oe BUS ane Vaan ae eA 2st 1.5 
ME WSDADETINACAZ ING oi ciisiin «+ «0d Sate aera 10.9 1A) 
De Way rh chris es 98 4 dia iG ae shale A Aye eee mens 15,0 Pai Wy 


Average Level 
of Agreement 
S 4 The television keeps me company when 
OTC MOG |. ies gin es «bee ea ats we ee 3.8 3.8 
Average Level 
of Frequency 
S 5 The television is a good way to keep children 


occupied when I have other things todo.......... 3.5 3.5 
Md ae ea i a NE NE 
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When the respondents are divided according to sex, few dif- 
ferences are revealed, although women appear to use television more 
frequently than men when wanting to be informed about what is 
happening in the world. If one compares age groups, it becomes 
apparent that as age increases, so does the use of radio and television 
as informational media. In contrast, those under 34 years of age tend 
to use television, radio, and movies most frequently for the purpose of 
entertainment and ‘“‘killing time.”’ Income and education also seem to 
have an effect on the purposes for which the media are used. Generally 
speaking, as income and educational levels rise, respondents tend to 


TABLE 3-14 
Media Usage for Particular Purposes by Age 


15-17 18-24 25-34 35-44 45-54 55-64 65-over 


Number of respondents ..... 241 538 573 504 449 335 318 
Most frequently selected: %/o %/o %/o %/o %7o %/o %o 


S 1 When wanting to 
be entertained: 


Tele VISTON 4. 4.66 42.7 37.1 41.7 46.5 53.8 48.3 57.4 
LACLO ee ote 127 10.3 10.1 8.0 9.3 10.1 10.9 
MOVIE. Wee ee 25.4 33.9 ZO 16.8 7.9 7.9 3.9 
newspaper/ 

WAR aI soc eens 0.6 1.8 2.3 3.7 5.0 5.6 2.4 
PEACE) ee hee 7.9 4.2 7.9 8.0 8.3 10,1 10.1 


S 2 When wanting to be 
informed about what 
is happening in the 


world: 
television ....2.-¢ 26.6 41.9 39.2 43.0 40.3 42.3 43.0 
TACMQM Ee ies cache 16.5 18.6 20 20.7 26.2 24.2 26.2 
WO Vilemre ce One Seay 0.7 0.2 — 0.5 — 0.2 — 
newspaper/ 
WAZA C is yee ces 51.3 38.7 38.0 37.6 32.1 35.0 27.3 
TEdQ wut es 4.2 4.1 4.9 3.9 4.4 4.1 5.2 

S 3 When having nothing 

else to do: 
telewisiGn 4 i:J-<4. 2% 42.7 46.3 43.6 38.6 38.8 37.0 29.3 
FAG S chan Gn Ge 13.8 11.7 9.0 7.8 8.9 10.2 11.7 
MLO VAP Mig coos ccna 6s 3.5 1.7 1.1 2.4 2.3 0.3 0.9 
newspaper/ 
MAGAZINE 6 oct ee 10.1 9.0 9.4 10.2 8.6 9.0 8.0 
LOGUE ee cele cee 14.1 18.0 Tk 17.5 19.1 23.7 16.0 


Average Level of Agreement 
S 4 The television keeps 
me company when 
I’m home alone ...... 4.1 3.8 Ail oy 3.7 3.8 4.1 


Average Level of Frequency 
S 5 The television is a 
good way to keep 
children occupied 
when I have other 
things(to%dors=. i dune. 3.7 3.5 3.4 3.4 3.6 3.6 oo 
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turn away from television as a source of entertainment, information, 


and companionship, utilizing it most frequently when having nothing 
else to do. 


TABLE 3-15 
Media Usage for Particular Purposes by Household Income 


$5,000 $10,000 $20,000 
Under to to and 
$5,000 $9,999 $19,999 over 
Number of respondents ........... 328 646 1194 499 
Most frequently selected: %/o %/o %o %/o 
S 1 When wanting to be 
entertained: 
TELEVISION, 6.5.00 eA ws oe 49.4 49.3 45.7 42.6 
PAGO rice, cle gts hora t 13.1 gail O72 8.0 
REY OMON aes Eh 6 52's ha det 13.3 17.8 20.0 18.0 
newspaper/magazine ... 2.9 1.8 3-0 3.6 
PECL sho cet AY 9.4 6.6 Le 7.9 
S 2 When wanting to be 
informed about what is 
happening in the world: 
POIENISION sre ae eee 42.7 44.0 40.3 31.4 
TACOS ee aciuci Some 31.0 26.3 20.8 14.8 
IOWA C Hees Rear th ih w26 2 Visi ete one — 0.2 0.2 0.2 
newspaper/magazine ... a7 29.6 39.6 50.0 
BOO et vere os Gide ene 4.2 3.3 4.3 6.0 
S 3. When having nothing else 
to do: 
LOlGMISION. «see ah ee Son 41.8 39.8 41.4 
ALO 2a es: wn see ' 14.1 10.1 8.9 8.6 
TOUS MIE C parece os'e-ie- gisele sy ese fens 0.5 0.6 2.6 Pa) 
newspaper/magazine ... 9.5 Jie 9.8 9.3 
CEE CB elk: A Seem aa a 15.6 15.4 19.4 211 


Average Level of Agreement 
S 4 The television keeps me 


company when I’m home 
BIGHCw ee ees es 3.9 4.0 3.8 3.3 


Average Level of Frequency 
S 5 The television is a good 
way to keep children 
occupied when I have b 
ether things todo, ......5«.: 3.6 3.5 3.5 SP 
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TABLE 3-16 
Media Usage for Particular Purposes by Education 


Number, OL FESpOndentsin. iin Nin i ducys ones 
Most frequently selected: 


S 1 When wanting to be 
entertained: 


S 2 When wanting to be informed 
about what is happening in the 
world: 


S 3. When having nothing else 
to do: 


S 4 The television keeps me 
company when I’m home alone 


S 5 The television is a good way to 
keep children occupied when I 
have other things todo....... 
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Some/ 
No Completed Post- 
Secondary Secondary secondary 
535 GAGA 691 
0/9 9/9 9/9 
55.3 46.6 38.6 
10.6 9.7 9.8 
3.9 PA OS 24.2 
2.9 2.8 3.6 
6.9 Wve 9.8 
45.0 40.2 35.8 
ZO 21.5 18.4 
24.4 BVI. 44.6 
3.1 3.9 6.4 
39.2 40.3 39.4 
ta ba 10.2 8.3 
Ow, De, 220 
8.1 9.0 9.5 
12.0 L7;.5 25.8 


Average Level of Agreement 


4.1 3.9 3.4 


Average Level of Frequency 


7 3.5 3.2 


TABLE 3-17 
Media Usage for Particular Purposes by Region 


British 
Atlantic Québec Ontario Prairies Columbia 
Number of respondents ...... 296 855 1097 503 309 
Most frequently selected: 0/0 %/o 9/9 9/9 %o 
S 1 When wanting to be 
entertained: 
Tele VASO 24 oe 65 ois 63.5 34.3 50.8 46.3 46.5 
PATO LE re frei Ri ace he 13.2 9.3 10.8 9.0 6.9 
MIOVIC’ ce er eee og TZ 2G:0 16.7 15.3 20.3 
newspaper/magazine a7, 3.5 3.7; 2.4 232 
POO kg teen ute acres: 4.7 9.7 6.4 8.2 9.5 


S 2 When wanting to be 
informed about what is 
happening in the world: 


TOlLEVISION, | ook ie okess 39.9 50.4 34.3 34.0 41.3 
PAO Coen eee 34.8 14.1 245 28.8 22.8 
HIOMION HL. SRR ak 0.7 0.2 0.2 0.2 — 
newspaper/magazine 24.3 34.5 42.6 37.8 36.5 
POUCIAN Skee oe Se ais fel 3.7 4.4 24 6.0 
S 3 When having nothing 
else to do: 
PEPE NIGION an sues ccisk 47.6 42.4 Goa 39.0 42.4 
ACI tae se ts. Soo ust 9.8 11.8 9.3 8.4 10.0 
CLOG | oularie Lee ee mena ae 0.7 a 1.2 1.6 1.3 
newspaper/magazine 6.1 8.1 10.5 1204 4.9 
EOAU Sit y gute i ee 20.3 15.6 18.7 LOY, 21.8 


Average Level of Agreement 
S 4 The television keeps 
me company when 
I’m home alone ....... 4.0 3.9 3.8 3.7 3.7 


Average Level of Frequency 
S 5 The television is a 
good way to keep 
children occupied 
when I have other 
PINGS. tORMOse) <6. 3.7 a7 i Ee 08) 


The final set of tables (Tables 3-18 to 3-23) examines responses 
to selected evaluative statements about television characteristic of the 
subgroups studied, Several attitudinal differences regarding television 
occur according to language. Those who speak French are more likely 
to consider television the best source of news about what is going 
on in the world. This statistic is consistent with their more frequent 
use of television as an informational medium. In addition, French- 
speaking Canadians show greater agreement with the statement that 
television offers the family a pleasant way of spending time together, 
although they are also inclined to believe, more so than English 
Canadians, that many television programs have too much violence. 
This latter sentiment is shared more strongly by women than by men 
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and represents the only large difference between these two subgroups 
on the evaluative statements examined. 

Attitudes toward television also tend to vary according to age. 
As age increases, so does the level of agreement that television shows 
are boring, contain too much violence, and tend to reduce the amount 
of conversation in the home. Respondents over the age of 65 are also 
more likely to consider watching television a pleasant family activity 
and the best way to gain information about what is going on in 
the world. 

When education and income levels are compared, certain simi- 
larities emerge across the subgroups. Better educated Canadians and 
those with higher incomes are less inclined to believe that television 
is a pleasant way for the family to spend time together, and propor- 
tionately fewer agree that television is the best source of news and 
information. On a regional basis, Québec and the Atlantic provinces 
appear to hold more positive attitudes toward watching television as 
a family activity and as a source of information. However, these 
positive attitudes are somewhat mitigated by a higher level of 


TABLE 3-18 
Response to Evaluative Statements About Television by Language 


English French 


S 8 Most television shows are boring .................. 2.8 2.9 
S11 Watching television is a pleasant way for the whole 

family to spend the evening together athome........ 3.6 4.1 
S12 Watching television is the best way for me to find 

out what is going on in the world ..................4- 3.5 41 
S13 There are too many people who are slaves to 

the television sete.) 4c ola faci. were emer ce 4.1 4.2 
S14 People no longer talk with each other at home 

because they spend a lot of time watching television .. 3.3 2.0 
S16 Many television programs have too much violence ... 3.8 4.2 

TABLE 3-19 
Response to Evaluative Statements About Television by Sex 
Male Female 

S 8 Most television shows are boring ../........2...... 2.9 2.8 
S11 Watching television is a pleasant way for the whole 

family to spend the evening together athome........ 3.7 S07 
S12 Watching television is the best way for me to find 

out whatis going ionrin: the worldisnt< seuetses. hae os oa7, 3.6 
S13 There are too many people who are slaves to 

the television sset cn ce tev cee g. nea aut ate ote. Ce Pee 4.1 4.2 
S14 People no longer talk with each other at home 

because they spend a lot of time watching television .. 3.3 3.4 
S16 Many television programs have too much violence ... 3.8 4.2 
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TABLE 3-20 
Response to Evaluative Statements About Television by Age 


15-17 18-24 25-34 35-44 45-54 55-64 65-over 


S 8 Most television shows 
ATGeDODINGE wrk. ale sds 25 207, 2.9 2.9 3.0 3.0 zy, 


S11 Watching television is 
a pleasant way for the 
whole family to spend 
the evening together 
@uUnOMG hrc. tr tem. . 3:7 3.7 3.6 3.7 3.7 3.8 4.1 


S12 Watching television is 
the best way for me 
to find out what is going 
On inthe world.:. 3.4. 3.6 3.5 3:5 3.6 3.7 Sy 4.1 


S13 There are too many 
people who are slaves 
to the television set .... 4.0 4.1 4.2 4.2 4.2 41 4.2 


S14 People no longer talk 
with each other at home 
because they spend a 
lot of time watching 
POVEVISTONe ni. eo. es 5 ess 2.9 3.1 oo aa 3.6 3.0 3.6 


S16 Many television 
programs have too 
much violence ........ 3.3 3.6 4.0 4.1 4.2 4.3 4,4 


TABLE 3-21 
Response to Evaluative Statements About Television by Household Income 


$5,000 $10,000 $20,000 
Under to to and 
$5,000 $9,999 $19,999 over 


S 8 Most television shows are 
ROU ATL ap eth tN shcin.a nig 3.0 2.8 2.8 2.9 


S11 Watching television is a 
pleasant way for the whole 
family to spend the evening 
together-atnomey.. 25. faces 4.0 3.9 Sed, 3.4 


S12 Watching television is the 
best way for me to find out 
what is going on in the world . 3.9 4.0 3.6 3.3 


S13 There are to many people 
who are slaves to the 
fElEVISION SECU bie esa donee 4.2 4.0 4.2 4.2 


S14 People no longer talk with 
each other at home because 
they spend a lot of time 
watching television ......... 3.5 3.4 2:3 oa 


S16 Many television programs 
have too much violence ...... 41 4.0 3.9 3.9 
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TABLE 3-22 
Response to Evaluative Statements About Television by Education 


Some/ 
No Completed Post- 
Secondary Secondary secondary 
S 8 Most television shows are boring 2.9 27 3.4. 


S11 Watching television is a pleasant 
way for the whole family to 
spend the evening together at 
HOmMew es ee hans SAME eee Ss 41 3.8 3.2 


S12 Watching television is the 
best way for me to find out what 
is going onin the world......... 4.1 Sy7 3:2 


S13 There are too many people who 
are slaves to the television set... 4.0 4.1 4.3 


S14 People no longer talk with each 
other at home because they 
spend a lot of time watching 


TELBVISTONIN Gee Selah cere fake eee 3.5 3.2 3.4 
S16 Many television programs have 
too much violence... ws)... .40. 80 4.1 3.9 Ze 
TABLE 3-23 


Response to Evaluative Statements About Television by Region 


British 
Atlantic Québec Ontario Prairies Columbia 


S 8 Most television shows 
STE: DOPING Picalcee oe 2.8 3.0 7 ai 2.9 2.9 


S11 Watching television is 
a pleasant way for the 
whole family to spend 
the evening together 
at-DONIG Meee nee. is es 3.9 4.0 3.5 3.7 3.4 


$12 Watching television is 
the best way for me to 
find out what is going 
on: inthe worlaien, e foes 3.9 4.1 3.5 3.5 3.4 


S13 There are too many 
people who are slaves to 
the television set ....... 4.0 4.2 4.2 4.1 4.2 


S14 People no longer talk 
with each other at home 
because they spend a 
lot of time watching 
televisions ewe sas 5 45 3.4 3.5 3.2 3.3 a0 


S16 Many television 
programs have too . 
much:violence) iad). he 3.9 41 3.9 4.0 4.0 
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agreement in the eastern regions with statements concerning tele- 
vision’s domineering and interfering influence in the home. 

Many of the differences found in this section reflect an intensity 
of expression and feeling rather than a real difference of opinion. 
To summarize, Canadians, regardless of group, watch many hours of 
television and utilize this medium for a variety of purposes. They 
hold a fairly positive attitude toward television but perceive certain 
social costs that derive from heavy television viewing. The attitudes 
revealed in an examination of groups and subgroups closely parallel 
those found in the Canadian population as a whole. 
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Attitudes Toward Television Advertising 


While the preceeding two chapters examined attitudes toward adver- 
tising in general and attitudes toward television as a medium, this 
part of the report focuses specifically on attitudes toward television 
advertising. 

The topics considered are: beliefs concerning the relationship 
of commercials and programming, attitudes to the presence of adver- 
tising on television, views on the information vs. entertainment 
function of television, response to the frequency, scheduling, style 
and presentation of commercials, the enforcement of truth in com- 
mercials, Canadian content in television advertising, viewer behavior, 
and attitudes typical of those who support the presence of advertising 
on television. 


Commercials and General Programming 


Beliefs concerning the relationship of commercials to overall 
television programming are important elements in overall attitudes 
toward television advertising. Accordingly, two areas of belief are 
examined here. The first area is the role commercials play in financing 
general programming. The second and related area is the influence 
commercials have on the quality of general programming. 

In order to study beliefs in these areas, respondents were asked 
to what extent they agreed or disagreed with a series of statements. 
The results for these questions are summarized in Table 4-1. 

The responses reveal that, in the area of beliefs concerning the 
financial role of commercials, seven-eighths of the respondents agree 
that advertising is necessary because it pays for the programs they 
receive on television, In addition, two-thirds of the sample believe 
that they could not get the programs they want without advertising. 
In short, a clear majority of Canadians believe that commercials are 
needed to pay for what they want to see on television. 
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In the area of how commercials affect the quality of general 
programming, there is far less unanimity of opinion. One-quarter of 
the respondents neither agree nor disagree with any of the three 
statements in this area. Among those who had opinions, there was 
more agreement than disagreement that tax-supported stations do a 
better job of informing the public (S3); there was more disagreement 
than agreement with the idea that commercial stations have better 
programming (S4); and there was an even split of opinion as to 
whether sponsored programs are generally of higher quality than those 
that are free of commercials (S5). 

In summary, the public believes that advertising is required to 
pay for the programming it receives. However, opinion is split 
and often undecided on the effect this financing has on general 
programming quality. 


TABLE 4-1 
Beliefs Concerning the Relationship of Commercials and General Programming 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S 1 Advertising on television %/o %/o %/o 


is necessary because it pays 
for the programs we get 
ro) 3 RO AY eerie RAP OOUACD ory yr) 9) Reon 84.3 6.6 8.1 4.2 


S 2 Wecouldn’t get the programs 
we want on television 
without advertising .......... 66.5 42.5 19.7 3.7 


S 3 Television stations supported 
by the public tax money do 
a better job of informing the 
public than do those which 
have advertising on them .... 37.2, 38.7 aa os 


S 4 Television stations that show 
a lot of commercials have 
better programs 62200... hens 27.0 25.6 47.0 Ze 


S 5 Television programs that are 
sponsored by advertising are 
usually better than those 
which have no advertising ... 37.0 24.4 37.9 3.0 


Responses to the Presence of Advertising 


In this section general reactions to the presence of advertising on 
television are examined. Responses to four questions are summarized 
in Table 4-2. 
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The response to the first question indicates that commercials and 
television are so closely associated in many Canadians’ minds that 
half the population find it difficult to imagine commercial-free tele- 
vision. It would seem that the historically close link between television 
and commercials has led to an expectation that commercials will be 
present in television programs, Accordingly, the next two questions 
(S7 and S8) would probably be considered by many Canadians as 
rather radical suggestions. 


The first of these two questions, S7, suggests that there should 
be no advertising at all on television. The results from this statement 
indicate that four of eight Canadians disagree with it, three of eight 
agree with it, and one of eight neither agrees nor disagrees with it. 


TABLE 4-2 
Response to the Presence of Advertising on Television 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S 6 Itis difficult toimagine | %/o %o %/o 
watching television without 
any commercial breaks ...... 51.1 11.3 36.9 8.2 
S 7 There should be no 
advertising at all on television 35.9 15.3 48.0 2.9 


S 8 I’drather pay money to 
watch good programs than 
to put up with all the 
advertising on television ..... 49.9 14.9 34.4 Bie 


S 9 There should be at least 
one channel on which there 
iS MOTadVErIsING wncTeeny <. 72.0 14.3 13:2 41 


When the possibility of paying for the privilege of watching good 
programs rather than putting up with all the advertising is suggested, 
half the respondents indicate agreement while three-eighths disagree. 
A large majority of Canadians agree that there should be at least 
one channel on which there is no advertising. 


2 ___ aaa 


The Information-Entertainment Function 
a 2 ae ee a OY ee 


The form and content of television advertising could be considered 
to provide both entertainment and information. In this section, opinions 
regarding these functions are examined. The basic question asked is 
whether advertisements should be informative or entertaining. Four 


33 


items are used to study this question; an additional question was 
asked to ascertain the current degree of satisfaction with the informa- 
tion function of television advertising. The results for all five questions 
are summarized in Table 4-3. 

The response to the first two questions indicates that most Cana- 
dians would prefer to have information about the products they see 
advertised on television. Responses to the next two questions reveal 
that many Canadians enjoy entertaining commercials, The response 
to the final question suggests that for every Canadian who believes 
he receives useful information from television commercials, there are 
two other Canadians who do not think that they are receiving useful 
information. 

It appears that Canadians want factual information about products 
advertised on television and that they want such information presented 
in an entertaining way. 


TABLE 4-3 
Opinions Concerning the Entertainment-Information Function and Television 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S10 1tis more important for %o %/o %/o 


television commercials 
to be informative than 
ONLErtaih iN Gaiac od «hie aces 76.0 1122 12.4 4.1 


S11 The best commercials are 
the ones which give you 
information without 
PUMA CS aE oie oo) cic eee unas 80.1 112 8.4 4.3 


S12 The best commercials are 
those which are the most 
SNIeriaining 46 ic tie eees. 8 58.8 15.8 24.9 3.6 


S13 If television commercials 
were completely realistic 
nobody would want to 
WatCh MGM fears ogee ee 47.8 18.3 33.3 3.2 


S14 Television commercials rarely 
tell you anything useful 
about the product which 
is being advertised .......... 56.6 14.1 28.5 S:5 


The Frequency and Scheduling of Commercials 


The subject of this section is Canadian response to the scheduling 
of advertisements on television. In the group discussions that preceded 
this survey the interruption of programming and the unrelatedness of 
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the content of successive commercials seemed to be a major source 
of dissatisfaction. Accordingly, the present survey included nine ques- 
tions that concentrated on this potential source of annoyance. The 
results are sumarized in Table 4-4. 


The responses suggest that the frequency and scheduling of 
advertisements on television are indeed a source of annoyance for a 
large majority of Canadians. They also indicate that there is wide- 
spread support for the grouping of commercials at the beginning and 
at the end of programs. In addition, there is support for the presenta- 
tion of a few longer messages on related topics rather than the presen- 
tation of many short advertisements on unrelated subjects. 


TABLE 4-4 


National Response to the Frequency and Scheduling of Commercials 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 

S15 There are far too many 0/9 0/9 %/o 

commercials on television 

MOstorthe time’ ..:.. 9-44... 87.1 4.7 7.0 4.4 
S16 It is annoying to see three 

commercials in each half 

hour of programming ........ 78.2 7.8 13.6 4.2 
S17 Four commercials in a row 

ALE COO SONY 37) oss soe ok 92.7 3.0 4.0 4.7 
S18 It is annoying when they 

show as many as five or six 

commercials allinarow..... 92.7 2.0 4.9 4.7 
S19 Commercials on television 

interrupt the program at 

the worst possible time ...... 85.6 6.9 Tue 4.4 
S20 The commercial breaks make 

it difficult to follow the 

program you are watching 

OD GlaVIsIOMN te a sss ac ee 62.0 9.9 27.6 3.6 


S21 I prefer watching programs 
where commercials are 
shown only at the beginning 
Enid rathnecendiis fn. oo «Me 88.7 6.4 4.5 4.6 


S22 Idon't like the way the 
commercials which are 
shown together jump around 
from one thing to another .... 53.1 32.8 P37 3.6 


S23 I would rather see a small 
number of longer commercials 
than a lot of short ones...... 67.4 20.0 {7.3 4.0 
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Style and Images of Messages 


The way in which commercial messages are presented was a 
frequent topic of discussion in the group sessions that preceded this 
survey. Objections were made to the loudness and quality of the 
announcer’s voice in some commercials; to the use of life-style adver- 
tising; to the use of celebrity endorsements; and to the presentation 
of insulting stereotypes. In order to test how widespread these objec- 
tions were, several questions on these topics were included in the 
present survey. The results for these questions are summarized in 
Table 4-5. 


TABLE 4-5 


Responses to the Style of Presentation and 
the Creation of Images of Television Advertising 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S24 I hate it when the announcer 0/9 0/9 9/9 
in the commercial sounds 
TOUdsaANCIeXCihed a. 25 ah. ees 75.6 14.3 9.6 4.2 


S25 Some commercials are really 
irritating because they turn 
UP te SOUNENE he esis na Oy oe es 81.3 10.6 7.4 4.3 


S26 I don’t like the way some 
advertisers tell you that you 
can have the good life if only 
you would use their product. . 73.5 10.8 164 4.0 


S27 Advertisers should not be 
allowed to use well-known 
celebrities to sell their 
products on television ....... 43.5 22.0 34.2 8.2 


S28 Most commercials for 
products like household 
cleansers suggest that 
housewives have no 
COTRINONSONGR . oo atc mhede ee ss 64.2 15.5 19.9 3.8 


$29 A lot of television advertise- 
ments are insulting to 


WOODED. scsentorneaternn tiie odatiete 59.2 20.7 19.5 3.7 
S30 A lot of television commer- 
cials are insulting to men.... 39.2 30.1 B02 3.2 


S31 Television commercials don’t 
show people the way they 
peally are anes ety ape ne 82.4 10.1 yee: 4.3 


S32 If television commercials 
were completely realistic, 
nobody would want to 
WaT NGM i a5 4 ee ee ae 47.8 18.3 33.3 3.2 


Loudness and voice-tone of commercials are the subject of the first 
two questions (S24 and S25). The results indicate that loud, “excited”’ 
commercials are considered irritating by three-quarters of Canadians. 

The third question (S26) probes reaction to life-style advertising. 
The results suggest that three-quarters of Canadians disapprove of life- 
style advertising. However, this finding is based on the reaction to 
only one indirect question and must therefore be interpreted with 
caution. 

Based on responses to the next question (S27), it appears that 
the use of celebrity salesmen in commercials is disapproved of by 
four of ten Canadians. 

The next three questions examine opinions regarding the alleged 
insulting content of advertisements, The results for these items indi- 
cate that a clear majority of Canadians believe television advertise- 
ments to be insulting to women. Opinion is split as to whether 
commercials are insulting to men. Four of ten respondents agree that 
the commercials are insulting to men, three of ten disagree with that 
view, and three of ten neither agree nor disagree. 

The last two questions deal with the degree of realism of television 
commercials, Most Canadians, four of five, agree that commercials 
do not show people the way they really are. However, five of ten 
respondents also seem to feel that this unreal representation of people 
is necessary to attract people to watch commercials. In other words, 
Canadians seem to know that commercials do not give a realistic view 
of people, but they do not seem to mind. 


The Enforcement of Truth in Television Advertising 


In the chapter which examined attitudes toward advertising in 
general, it was observed that the public views the truthfulness of 
advertising with a somewhat sceptical eye. In this section, attention 
will be focused on the public’s attitudes toward the enforcement of 
truthfulness in advertising on television. Responses to six questions 
are examined. 

The results from the first statement (Table 4-6) indicate that only 
four of ten Canadians disagree with the strongly-worded statement, 
‘Advertisers can say or show almost anything they like on television 
without having to tell the truth.” This would seem to suggest a 
widespread lack of faith in the present procedures for policing truth 
in advertising. 

Responses to the next five questions all indicate that most Cana- 
dians want the government to ensure the truthfulness of commercials. 
Strong support was expressed for the penalization of offending adver- 
tisers by means of government prosecution, by forcing public disclosure 
of the truth by offenders, or through suspension of access to air time. 
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It appears that Canadians have very strong positive attitudes toward 
the idea of enforcement of truth in television advertising. 


TABLE 4-6 
Enforcement of Truth in Television Advertising 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S33 Advertisers can say or show 0/9 9/9 %o 


almost anything they like on 
television commercials with- 
out having to tell the truth ... 48.7 12.4 38.2 3.2 


S34 The government or the 
television stations should 
check all commercials to 
make sure that what they are 
saying is really true ......... 90.0 o77 nO 4.6 


S35 Itis up to the government to 
ensure that advertisers can 
prove everything they say 
in television commercials .... 85.0 8.2 6.5 4.4 


S36 The government should 
prosecute any advertisers 
who mislead the public ...... 89.9 5.1 4.2 4.6 


S37 Any advertiser that misleads 
the public should be required 
to go on TV again and 
tellethoextrath 35-4: ee ees 87.6 Te 4.8 4.5 


S38 Any advertiser misleading 
the public should not be 
allowed to show any com- 
mercials for a period of time. . BL. 6.5 5.4 4.5 


Canadian Content 


The degree of nationalism present in attitudes held by Canadians 
toward television commercials is reviewed in this section. Two state- 
ments were used, one in terms of the product being advertised, and 
one in terms of clues which would indicate the country of origin of 
the advertisement. The results are given in Table 4-7. 

The majority of Canadians display decidedly nationalistic atti- 
tudes toward the country of manufacture of products advertised on 
television and toward the country of origin of the commercial itself. 
In both cases, three-quarters of Canadians prefer Canadian product 
advertising and Canadian-made commercials, one-sixth are indif- 
ferent, and the small remainder tend to hold opposite attitudes. 
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TABLE 4-7 


Canadian Content in Television Advertising 
 wwwwwoawwqsOooOwnsessssSsSsSs ooo =: €@ oo 


Neither Average 
Agree nor Level of 
Agree Disagree Disagree Agreement 
S39 Iwould prefer to seea %o %o %/o 


commercial for Canadian 
products rather than 
AMenNICameroducts ....4:2.¢ << 7O57. 1735 6.5 4.2 


S40 Ifthe quality were the same, 
I would prefer to sea 
Canadian commercial rather 
than an American 
COMMencia ly Week Fash scsincteneds 75.4 ioe 6.6 4.3 


Viewer Behavior 


Individuals were asked to estimate how frequently they find them- 
selves exhibiting the behavior indicated by six statements. The results 
are given in Table 4-8. 

The personal behavior of Canadians when commercials come 
on the television reflects their generally negative attitudes toward 
television advertising. One-third often become annoyed with com- 
mercials. As well, between one-third and almost two-thirds engage in 
a variety of avoidance behaviors, ranging from changing channels 
during commercials to leaving the room until the commercials are 
over. Almost one-third claim they seldom, if ever, watch television 


TABLE 4-8 
Viewer Behavior 
Average 
Never/ Occa- Frequency 
Seldom sionally Often Level 
S41 I leave the room to get %/o %o %o 
something when a com- 
Mercia COMES ON: i... «sar. 13.9 26.0 59.9 3.7 
S42 I flip the dial to see what’s 
on the other channels when 
a commercial comes on ...... 40.9 25.3 33.3 2.9 
S43 I get annoyed when a 
commercial comes on ....... 38.0 205 34.1 2.9 
S44 Ido something else until the 
commercial break is over .... 17.6 26.5 55.4 a6 
S45 I watch the commercials ..... 31.7 38.5 29.3 3.0 
S46 I makea point of seeing a 
commercial that I like ....... 53.6 23.6 22.4 24 
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commercials, Nonetheless, almost two-fifths of Canadians do not find 
television advertising to be annoying, slightly fewer often watch 
commercials, and about one-fifth will make it a point to view com- 
mercials that are particularly liked. 


Attitudes of Viewers who Support the Presence of 
Advertising on Television 


It has been observed previously that 36°/o of Canadians believe 
there should not be advertising on television, while 48°/o of Canadians 
support the presence of advertising on television. Needless to say, 
most of those who wish to see the abolition of television commercials 
do not approve of many advertising practices. Less obvious, however, 
is the fact that many of those who support the presence of commercials 
strongly disagree with many television advertising practices. Table 4-9 
presents a list of statements with which television advertising sup- 
porters agree. Average levels of agreement are included in brackets. 
Only the responses of persons who disagreed with the statement that 
there should be no advertising on television (S7) were included in the 


TABLE 4-9 


Statements Regarding the Content and Scheduling of Television Commercials 
With Which Supporters of the Presence of Advertising on Television Agree 


S15 There are far too many commercials on television most of the time. 
(average level of agreement = 4.2) 
S16 Itis annoying to see three commercials in each half hour of programming. 
(average level of agreement = 3.9) 
S19 Commercials on television interrupt the program at the worst possible time. 
(average level of agreement = 4.2) 
S21 Iprefer watching programs where commercials are shown only at the 
beginning and at the end. 
(average level of agreement = 4.4) 
S22 I don’t like the way the commercials which are shown together jump around 
from one thing to another. 
(average level of agreement = 3.5) 
S23 I would rather see a small number of longer commercials than a lot of 
short ones. 
(average level of agreement = 3.9) 
S24 Ihate it when the announcer in the commercial sounds loud and excited. 
(average level of agreement = 4.0) 
S26 I don’t like the way some advertisers tell you that you can have the 
good life if only you would use their product. 
(average level of agreement = 4.0) 
S29 A lot of television advertisements are insulting to women. 
(average level of agreement = 3.5) 
S36 The government should prosecute any advertisers who mislead the public. 
(average level of agreement = 4.6) 
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computation of their average levels of agreement. It appears that even 
those who support the presence of advertising on television are 
dissatisfied with many aspects of how commercials are presented. 


Summary 


The findings in this chapter indicate that a majority of Canadians 
believe that commercials are an economic necessity for the provision 
of desired programs. Three-eighths of all Canadians favor the removal 
of all advertising from television, and almost half indicate that if it 
were possible, they would take advantage of the possibility of paying 
for commercial-free good quality programming. Almost three-quarters 
of Canadians desire at least one channel with no advertising. A vast 
majority of Canadians object strongly to the number, frequency, form, 
content, and manner of presentation of commercials and claim to 
employ avoidance tactics when commercials come on the air. 
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Attitudes Toward Television Advertising 
by Demographic Subgroup 


The previous chapter concentrated on attitudes toward television 
advertising for a national sample. This chapter discusses the same 
attitudes, but focuses on particular demographic subgroups. The 
sample is divided alternately according to language, sex, age, income, 
education, and geographic region. The tables which accompany the 
text for these comparisons of demographic subgroups present the 
results only for those items where some difference of attitude exists. 

Table 5-1 lists attitudinal differences by language and sex. 

French-speaking Canadians are definitely more negatively disposed 
toward the various issues surrounding advertisting on television, just 
as they are in attitudes toward advertising generally, Not only do they 
more often advocate the removal of advertising from television, but 
they also perceive the frequency, number, placement, and presentation 
of commercials on television to be both interrupting and annoying. 
They more strongly advocate showing fewer but longer commercials, 
before and after the actual program, in preference to the current 
situation in which a whole series of short, unrelated commercials 
are allowed. 

Compared to English-speaking Canadians, proportionately more 
French-speaking Canadians believe that television advertising should 
fulfill an information role rather than an entertainment role. This is 
consistent with their attitudes toward the television medium generally. 

But the proportionately more negative attitudes expressed by 
French-speaking Canadians do not always manifest themselves behav- 
iorally, Although those who speak French more often avoid television 
advertising by selecting other channels during commercials, they less 
often leave the room during commercials than do those who speak 
English. As well, English-speaking Canadians more often become 
annoyed with commercials and less often make any special effort to 
view favored commercials than do French-speaking Canadians. 

Attitude differences according to sex, although not pronounced, 
do occur in a consistent fashion. Males appear to accept television 
advertising more than females; this applies particularly to housewives. 
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Differences in Attitudes by Language and Sex 


There should be no advertising 
at all-on television’........4.<, 


There should be at least one 
channel on which there is no 
advertising ##¢s43."<pc eae. 


It is more important for tele- 
vision commercials to be infor- 
mative than entertaining ...... 


Television commercials rarely 
tell you anything useful about 
the product which is being 
advertisedwiks.. shanties sR ee 


There are far too many 
commercials on television 
MOSt. OL (Heim ow, ee oes 


It is annoying to see three 
commercials in each half hour 
Ol programmiino wes so aoe 


Commercials on television 
interrupt the program at the 
worst possible time .......... 


I would rather see a small 
number of longer commercials 
than a lot of short ones ....... 


I hate it when the announcer in 
the commercial sounds loud 
anid GXClled iat ee ee eae 


It is up to the government to 
ensure that advertisers can 
prove everything they say in 
television commercials ....... 
Any advertiser misleading the 
public should not be allowed 
to show commercials for a 
Period CLtiIMes Mew tee hai. 


I leave the room to get some- 
thing when a commercial 
GOMES On! (kPa eb tee Poe 


I flip the dial to see what’s on 
the other channels when a 
commercial comes ony... .... 56: 


I get annoyed when a 
commercial comes on ........ 


I do something else until the 
commercial break is over..... 


I make a point of seeing a 
commercial that likes...) 


TABLE 5-1 


Total 
Cana- 
dians 


te 2.9 


ae 4.1 


ste Ee. 


eo | oe 


be 4.4 


re 4.4 


as 4.4 


iA 4.0 


«ae 


ae 4.4 


he 4.5 


Ne 3.7 


el maa 


bas 2.9 


4 3.6 


= 2.5 


Language 


English French Male 


2.8 


4.0 


4.0 


3.4 


4.3 


4.1 


4.3 


3.8 


4.1 


4.3 


4.4 


3.8 


2.8 


3.1 


3.6 


2.2 


3.2 


4.3 


4.3 


3.8 


4.7 


4.5 


4.7 


4.3 


4.4 


4.6 


4.7 


3.4 


3.2 


2.4 


3.6 


3.1 


2.8 


4.1 


4.1 


3.5 


4.3 


4.1 


4.3 


4.0 


4.1 


4.4 


4.4 


3.6 


3.0 


3.0 


3.4 


2.5 


Sex 


Female 


2.9 


4.1 


4.2 


3.4 


4.5 


4.3 


4.5 


4.0 


4.2 


4.4 


4.5 


3.8 


2.7 


2.9 


3.7 


2.4 


For example, agreement that there should be no advertising on tele- 
vision occurs more often among females, and within that group, most 
often among housewives. They also object more often to the frequency, 
number, placement, and loudness of television commercials, As well, 
they tend to perceive the proper role of television advertising to be some- 
what more information- and less entertainment-oriented than males. 

In terms of individuals’ behavioral response to advertising on 
television, differences between males and females do occur. Females 
are less likely to watch commercials and tend to do other things until 
the commercial break is over. Males, in contrast, watch commercials 
more often and even make a point of seeing favored commercials — 
yet they adopt a more active commercial avoidance behavior by 
changing the channel when commercial breaks come on. 

Table 5-2 represents a list of those statements for which attitudinal 
differences by age were found. 

Generally, the findings indicate that older Canadians are more 
critical of television advertising. They do not like the frequency of 
commercials, and they are sensitive to the loudness of sound of com- 
mercials, Instead, as their age increases, Canadians desire informative 
commercials without gimmicks. 

However, it is the younger Canadians who flip the dial to see what 
is on other channels during commercials, even though their attitudes 
toward television commercials are less negative than those of older 
Canadians. When a favorite commercial comes on, however, younger 
viewers are more likely to watch it than older Canadians. 

Despite the negative attitudes toward television advertising 
expressed by older Canadians, they also more often believe that there 
is a fundamental economic relationship between commercials and the 
quality of television programming. 

In Tables 5-3 and 5-4 selected statements are listed that show the 
strongest differences in attitudes by education, occupation, income, 
and population density. 

Attitudes toward advertising on television seem to vary according 
to socioeconomic status, as measured by education, occupation, and 
income. Those with less education and lower occupational status more 
strongly believe that advertising is necessary to assure the continuance 
of desirable television programs. Canadians of lower socioeconomic 
status believe more firmly that television programs supported by 
advertising, and particularly by lots of advertising, are of better 
quality. Correlatively, these same people are less able to visualize 
television programming that is free of commercials. They also do not 
do other things as often during commercial breaks, including leaving 
the room, as those of higher socioeconomic status, 

Those of lower education, occupation, and income levels also react 
more negatively toward the disruptive and annoying placement of 
advertisements within television programs. Those of higher socio- 
economic status appear more able to tolerate, or perhaps ignore, these 
negative aspects of television advertising, even though they less often 
believe that there is any economic need for advertising on television. 
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TABLE 5-2 
Differences in Attitude by Age 


15-17 18-24 25-34 35-44 45-54 55-64 65-over 


S 1 Advertising on tele- 
vision is necessary 
because it pays for the 
programs we get on 
television Uivee: 3 -89-: 3.9 4.1 4.2 4.2 4.4 4.2 4.4 


S 5 Television programs 
that are sponsored are 
usually better than 
those which have no 
AAVETHSING 2. os ee 3.0 2.9 Zu, 2.9 3.2 3.1 gid 


S10 It is more important 
for television commer- 
cials to be informative 
than entertaining ...... 3.9 4.1 4.1 4.1 4.1 4.2 4.4 


S11 The best commercials 
are the ones which give 
you information with- 
out any gimmicks...... 4.0 4.1 4.2 4.3 4.3 4.3 4.5 


S16 It is annoying to see 
commercials in each 
half hour of 
programming ..2....... 3.9 4.1 4.2 4.2 4.4 4.2 4.4 


S24 Ihate it when the 
announcer in the com- 
mercial sounds loud 
anc excited caus s eee 3.7 4.0 4.2 4.2 4.3 4.4 4.4 


S25 Some commercials are 
really irritating 
because they turn up 
LNG: GOUNGe eee eters 3.9 4.2 4.3 4.4 4.4 4.4 4.4 


S27 Advertisers should not 
be allowed to use well- 
known celebrities to 
sell their products 
ontelevisionse! 424...2. 3.2 3.1 3.0 oat oa 3.4 3.6 


S33 Advertisers can say 
or show almost any- 
thing they like on 
television commercials 
without having to tell 
Pievirtieks eee 3.1 3.0 3.0 3.1 3.3 3.4 3.5 


842 I flip the dial to see 
what’s on the other 
channels when a 
commercial comeson.. 3.3 3.2 2.9 2.8 27 Lair 2.6 


S46 I make a point of seeing 
acommerciall like.... 2.8 2.5 2.6 2.4 2.4 2.4 28 
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Canadian attitudes toward how commercials portray both men 
and women are readily differentiated according to education and occu- 
pation, but not by income. Those with post-secondary education or 


TABLE 5-3 
Differences in Attitude by Education and Occupation 
Education Occupation 
Some/ 
Com- 


No pleted _Post- 
Second- Second- second- White Blue House- 
ary ary ary collar collar wife 


S 2 Wecouldn’t get the 

programs we want on 

television without 

HAVOrtisin’s vst. {reat be. 3.9 C7, 6.5 3.6 3.7 3.8 
S 4 Television stations that 

show a lot of commer- 

cials have better 

DL QE AR Gr re ies sare eases os 3.0 EOWA 2.5 2.9 r Ae EA 
S 5 Television programs 

that are sponsored by 

advertising are usually 

better than those which 

have no advertising .... 3.2 3.0 2.8 2.8 a1 3.0 


S 6 It is difficult to imagine 
watching television 
without any commer- 
CIQHDFOAKS: 546 iyo ss 3.4 3.3 2.8 2.9 3:6 3.4 


S16 It is annoying to see 
three commercials in 
each half hour of 
PLOgrammMing |... oie: 4.3 4.2 4.0 4.1 4.1 4.4 


S26 I don’t like the way 
some advertisers tell 
you that you can have 
the good life if only 
you would use their 
DLOGUCL tte tt ts ee 3.8 4.0 4.3 4.2 3.8 4.2 


S28 Most commercials for 
products like household 
cleaners suggest that 
housewives have no 
GOMMUIMOM SENSE 2.2.4... + 3.6 3.8 3.8 4.0 oo 3.9 


S33 Advertisers can say or 
show almost anything 
they like on television 
commercials without : ; : . 
having to tell the truth. 3.3 3.2 3.0 3.0 3.1 3.3 
S41 I leave the room to get 
something when a 


commercial comes on .. 3.5 3.8 a7 3.8 3.7 3.8 
S44 Ido something else 
until the break is over .. 3.4 3.6 3.7 i td 3.4 8.7 


a ee a SS TR 2 re ee De Td eee ee: ce ie nk SE 
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TABLE 5-4 
Differences in Attitude by Income and Population Density 


Household Income Population Density 
$5,000 $10,000 $20,000 500,000 100,000 99,999 
Under to to and and to and 


$5,000 $9,999 $19,999 over over 499,999 under 


S 4 Television sta- 
tions that 
show a lot of 
commercials 
have better 
programs .... 20 2.8 2.6 2.5 2u7 2.6 el 


S 5 Television 
programs that 
are sponsored 
by advertising 
are usually 
better than 
those which 
have no adver- 
PES HVG eke tents 3.1 3.0 2.9 2.8 3.0 3.0 3.0 


S 7 There should 
be no adver- 
tising at all on 
television .... 3.1 2.9 2.8 2.8 3.0 27, 2.9 


S16 Itis annoying 
to see three 
commercials 
in each half 
hour of pro- 
gramming .... 4.3 4.2 4.2 4.0 4.2 4.1 4,2 


S27 Advertisers 
should not be 
allowed to use 
well-known 
celebrities to 
sell their 
products on 
television .... 3.4 3.4 one 3.0 re fe | a eA te, 


S33 Advertisers 
can say or 
show almost 
anything they 
like on tele- 
vision com- 
mercials 
without having 
to tell the truth eyo) Ko ol 2.9 3.1 3.1 Gal 


white collar jobs more often tend to agree that television advertising 
is insulting to both sexes. In particular, they find household-product 
advertising degrading to women. 

Canadians of higher socioeconomic status have a more positive 
attitude toward the integrity, or truth, of commercials. They also have 
a more liberal attitude toward using celebrities in commercials. 
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In terms of population density, no significant differences in atti- 
tudes toward television advertising occur. Small differences that do 
occur are more often found between medium-sized and either large 
metropolitan or rural population centers, than between metropolitan 
and rural centers. 

Attitudinal differences by region are shown in Table 5-5. 

The results indicate that attitudes toward certain issues sur- 
rounding television advertising consistently vary among geographic 
regions of Canada. In Ontario and the Prairie provinces, the economic 
relationship between advertising and television is more often perceived 
to be necessary; but Canadians living in these four provinces also 
least often agree that the placement and number of commercials is 
disruptive or annoying. They further least often agree that there should 
be a channel with no advertising, or that there should not be any 
advertising at all on television. 

Residents of Québec appear much less favorably disposed toward 
advertising on television. They more often find the placement of 
commercials to be interruptive and prefer instead fewer longer com- 
mercials placed at the end of programs. They more strongly dislike 
loud irritating commercials and less often perceive commercials to 
contain useful factual information. Behaviorally, the responses of 
Québec residents are less consistent. While they get less annoyed than 
other Canadians when a commercial comes on, and even make a point 
of watching commercials they like, they are also more likely to switch 
to another channel when a commercial is shown. 

Maritime residents find commercials less insulting to women, 


TABLE 5-5 
Differences in Attitude by Region 


British 
Atlantic Québec Ontario Prairies Columbia 


S 2 Wecouldn’t get the 

programs we want on 

television without 

LY Sg evg gly uhods maine eRe er rte 3.5 3.7 3.8 3.9 3.5 
S 6 It is difficult to imagine 

watching television 

without any commer- 

IAL ODTEAKS) oy 5.0 iee Soe ns 3.4 G2 ye o.0 eh 
S 7 There should be no 

advertising at all on 

CElEVISIOIN finde ovine ce os 3 a2 2.6 Vt 2.9 
S 9 There should be at least 

one channel on which 

there is no advertising .. 4.1 4.3 4.0 3.8 4.2 
S12 The best commercials 

are those which are the 

most entertaining ....... 3.7 3.6 3.7 3.3 3.6 
S516 It is annoying to see 

three commercials in 

each half hour of pro- 

TATOO homie ie is ok 3 4.4 4.4 4.0 4.0 4.2 
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TABLE 5-5 (continued) 


British 
Atlantic Québec Ontario Prairies Columbia 


S19 Commercials on tele- 

vision interrupt the 

program at the worst 

POSSI Dle fim Gate ees 6 cn, 4.5 4.7 4.3 4.3 4.3 
S20 The commercial breaks 

make it difficult to 

follow the program you 

are watching on tele- 

VISION eee cae eds acs aval 3.6 4.1 3.3 3.3 3.5 
$22 Idon’t like the way th 

commercials which are 

shown together jump 

around from one thing to 

ENOLNGT MMi sles se ooo 3.9 3.6 3.6 3.5 3.7 
S23 Iwould rather see a 

small number of longer 

commercials than a lot 

Of SHOLULONES Res erat 3.9 4.2 3.8 3.9 4.0 
S24 Ihate it when the 

announcer in the com- 

mercial sounds loud 

aNd CXChued tani... 55s 4.0 4.4 4.0 4.2 4.1 
S26 Idon’t like the way some 

advertisers tell you that 

you can have the good 

life if only you would use 

their producto, 2% -....0/4: 3.8 4.0 4.1 4.0 4.3 
S28 Most commercials for 

products like household 

cleaners suggest that 

housewives have no 

COMMON SCUSC ob iy caheteers 3.4 3.7 3.8 3.9 4.0 
S29 A lot of television 

advertisements are in- 

sultingHo women........ + 3.3 3.7 3.8 3.6 3.8 
S31 Television commercials 

don’t show people the 

way they really are ..... 2.5 4.3 4.3 4.2 4.2 
S33 Advertisers can say or 

show almost anything 

they like on television 

commercials without 

having to tell the truth .. aS 3.3 ek SHE 2.9 
S36 The government should 

prosecute any advertisers 

who mislead the public .. 4.2 4.6 4.6 4.6 4.6 
S42 I flip the dial to see 

what’s on the other chan- 

nels when a commercial 


COMES OMS. crc tas a ee 3.1 pa | JES 2.8 26 
S43 I get annoyed whena 

commercial comes on ... Sia! 2.5 351 aa! Bez 
S46 I make a point of seeing 

a commercial that I like ae 3.0 22 2 22 
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including housewives, than other Canadians, They also believe much 
more strongly that commercials portray people the way they really are. 
In consequence, perhaps, they do not agree as strongly as other 
Canadians that the government should prosecute advertisers who 
mislead the public. 

To summarize, attitudes toward television advertising differ 
markedly according to language spoken, consistently according to sex, 
to a minor extent according to socioeconomic status, and very little 
according to population density. 

One last cautionary note is required. Most of the demographic 
differences in the average level of agreement presented in the preceding 
tables are surprisingly small. In addition, they are mostly differences 
in the level of agreement or disagreement rather than differences in 
direction of the attitudes involved. The reader should be cautious not 
to misinterpret the many differences in strengths of opinion as dif- 
ferences of opinions. 
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Appendix 1 


Further Notes on Sampling and Data Collection 


The results of the study are based on a national survey of over 3,000 
individuals who were scientifically selected to represent a cross-section 
of the Canadian population (see Table 1-1). The respondents are 
representative of people over the age of fourteen from all parts of 
Canada except for the Northwest Territories and the Yukon. Quota 
techniques were applied, based on selected enumeration areas, to 
ensure that the actual sample was both stratified and proportionate. 

Two basic levels were involved in specifying the sample. The first 
level involved choosing specific geographic areas where interviewing 
would be conducted. Specific enumeration areas were selected. These 
were geographic cells comprised of 200 households on average which 
represented the smallest level of disaggregation in Statistics Canada’s 
population data. The second level involved specifying a procedure 
for selecting households and, within households, individuals to be 
interviewed. 

The sample was selected so that the number of interviews to be 
completed within each region and the population classification re- 
mained proportionate to the overall Canadian population distribution. 
The sample was stratified into the following five regions: Maritimes, 
Québec, Ontario, the Prairies, and British Columbia. 

The actual selection of enumeration areas was done using a 
computerized random sampling program in conjunction with the 
Statistics Canada 1971 Enumeration Area Tapes. In total, 405 enumera- 
tion areas where the population density is 10,000 or greater and 98 
enumeration areas where the population density is less than 10,000 
were selected. 

Once the sample of enumeration areas was selected, detailed 
maps of each area were prepared, From these maps, a second random 
procedure was used to select specific streets and households to be 
contacted. Interviewers, who had attended a personal debriefing 
session and who were additionally provided with written instructions, 
attempted to make contact with the households selected. Up to three 
attempts were made to contact each household; these attempts were 
systematically spread out over different times of the day and parts 
of the week to maximize the probability of finding someone at home. 
Specific substitute households were approached only if after three 
attempts no contact was achieved with initially selected households. 

Once contact with a household had been established, the inter- 
viewer first took a census of all individuals living in the household 
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who were over the age of 14. A pre-specified randomizing procedure 
was then used to select the specific person who should be interviewed 
and, if he or she was not at home, an appointment was made to call 
back. Up to two callbacks were made to interview the selected person 
‘within the household. The interviewer was not allowed to conduct 
the interview with anyone else in the household. 

A minimum of 15°/o of each interviewer’s work was subjected to 
validation by field supervisors. The validation was performed by 
telephone with the respondent to verify that the interview did occur 
and to verify key data from the study. An interviewer’s work was not 
accepted for tabulation until it had been judged satisfactory at the 
validation stage. 

The average length of an interview was about 45 minutes, and 
few interviews lasted longer than 75 minutes. The actual number of | 
households which had to be contacted in order to yield the desired 
number of interviews varied. On average, interviews were successfully 
completed at 47°/o of the households selected. To offset any deviation 
from the original sample design, a mathematical weighting procedure 
was employed. This procedure restored the proportionality of different 
segments represented in the sample. 

The response to each attitudinal statement was measured on two 
five-point scales: 


agree agree neither agree disagree disagree 
completely somewhat nor disagree somewhat completely 
5 4 3 2 a! 
very often quite often occasionally very seldom never 
5 4 3 2; a 


— 


Aggregate national data were computed for each statement by 
summing the occurences of ‘4” and “5” responses, summing the 
occurences of ‘3’”’ responses, and summing the occurences of “2’’ and 
‘1’ responses, and then representing each as a percentage of the total 
response. The aggregate national data is also presented for each 
statement in terms of average levels by summing every respondent’s 
numerical scale-score and then dividing this score by the number of 
respondents, This creates an average level of agreement which indi- 
cates the sentiment of all respondents on average toward each 
statement along a continuum from “disagree completely” (average 
level of 1.0) to “agree completely” (average level of 5.0). In some cases 
it creates an average frequency level which indicates the sentiment of 
all respondents on average toward each statement along a continuum 
from “‘never’ (average level of 1.0) to “‘very often’ (average level of 
5.0). Thus higher average levels indicate greater agreement or greater 
frequency. 

For discussions of various subgroups of the data, only average 
levels are presented. The subgroups of the overall population which 
were of importance in understanding attitudinal similarities and 
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differences were broken down according to sex, age, education level, 
occupation, household income, population density, and region. 

Finally, a cluster analysis was performed to examine complex 
interrelationships between the different attitudinal statements. The 
results of this analysis are not given in this report since they do not 
reveal any significant new relationships that are not consistent with 
the findings presented here. 

It should also be noted that percentaged columns do not neces- 
sarily total to unity. This occurs because of rounding error, ‘don’t 
know/not stated’ responses, and in some cases, because multiple 
mentions were accepted. 
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